Institutions of Higher Education: Self-Portrayal vs. Student Experience by David, Rikita A
University of Connecticut
OpenCommons@UConn
Honors Scholar Theses Honors Scholar Program
Spring 4-27-2017
Institutions of Higher Education: Self-Portrayal vs.
Student Experience
Rikita A. David
University of Connecticut - Stamford Campus, rikita.david@uconn.edu
Follow this and additional works at: https://opencommons.uconn.edu/srhonors_theses
Part of the Business Commons
Recommended Citation
David, Rikita A., "Institutions of Higher Education: Self-Portrayal vs. Student Experience" (2017). Honors Scholar Theses. 526.
https://opencommons.uconn.edu/srhonors_theses/526

Institutions of Higher Education: Self-Portrayal vs. Student Experience 
Business Administration Honors Thesis 
Rikita David  
27 April 2017 
Abstract: 
This paper analyzes the marketed images of three nationally-recognized public universities, 
The University of Texas System, The University of California, and University of Connecticut; 
and compares these images to the student experience, based on allocation of funds. Public 
universities use various marketing tools to paint a desired picture of their institution. This 
paper investigates if the finances of the different institutions support the advertised claims. 
The following metrics will be used for comparison: funding for scholarships/student 
financial aid, amount of faculty and administrators, and bonuses and salaries for faculty 
and administration. Both overall budgets and allotment percentages will be explored. 
Analysis of the following schools: 
• UT = The University of Texas
• UC = The University of California
• UCONN = University of Connecticut
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Branding and Brand Equity 
A brand is a name, term, sign, symbol or design that creates differentiation. The role of a 
brand is to identify the maker of the good and or service, simplify product handling, 
organize accounting, offer legal protection, signify quality, create barriers to entry into the 
market, serve as competitive advantage, and secure price premium. Brand equity is the 
added value given to products reflecting how consumers think, feel, and act about the 
brand. This in turn affects pricing, market share, and profitability of the brand. 
Collegiate Branding – The University of Texas System 
The University of Texas System, also known as UT, consists of fourteen institutions: eight 
academic and six health. Based on the numerous health institutions, UT brands itself as 
one of the nation’s established clinical research education systems.  
UT’s brand equity conveys the promise of not only “finding one’s horns but also your home” 
(UT Austin’s Camp Texas phrase). In addition, the whole UT system instills the value of 
giving back and serving both the nation and those local surrounding communities on a 
health-care basis. 
UT Brand Equity 
https://www.instagram.com/p/BS1ZapGl5HW/?taken-by=camptexas 
    
https://www.instagram.com/p/BS1hrLTlvFA/?tagged=utentry  
 
https://twitter.com/utsystem?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor  
 
 
https://twitter.com/utsystem?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor  
 
 Mobile Stroke Unit 
 
https://www.facebook.com/utsystem/photos/a.436584279711548.92174.198151343554844/1013622078674
429/?type=3&theater  
 
 
 
 
 
 
 
 
 
UT Brand Elements 
 
• Logo/Symbol: 
   
 
• Slogan: “Fourteen Institutions. Unlimited Possibilities.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
• Brand Name: The University of Texas System (UT) 
 
 
 
• URL: http://www.utsystem.edu/  
  
 
  
Collegiate Branding – The University of California 
The University of California, best known as UC, is a higher educational system that 
comprises ten campuses, five medical centers, three national labs, and a Cooperative 
Extension program that provides research and education to solve agricultural, natural 
resource, youth development, and current nutrition challenges within the state of 
California. Thus, UC brands itself as the nation’s leading research institution. It is also a 
prominent contributor on an international scale regarding research in many fields of study.  
UC’s brand equity promise expresses a similar progressive momentum to the state and 
global community it serves. A substantial importance is placed on sustainability and 
expanding community outreach. It is a university of the people, by the people, and for the 
people. 
 
 
 
   
  
https://www.instagram.com/p/BSv3t78Bq2s/?taken-by=uofcalifornia&hl=en  
 
 
 
 
https://www.facebook.com/universityofcalifornia/photos/a.10150822624761923.398290.15982076922/1015
3249575801923/?type=3&theater 
https://www.instagram.com/p/BPsRUbVjyHZ/?taken-by=uofcalifornia&hl=en 
https://twitter.com/UofCalifornia?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwg
r%5Eauthor  
UC Brand Elements 
 
• Logo/Symbol: 
 
 
 
 
 
 
 
 
 
• Slogan:  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
• Brand Name: University of California (UC) 
 
  
 
 
 
 
• URL: https://www.universityofcalifornia.edu/  
  
“The only world-class public research university for, by, and 
of California.” ~ https://www.universityofcalifornia.edu/uc-
system  
Collegiate Branding – University of Connecticut 
The University of Connecticut, also referred to as UConn, is one of the leading public 
educational institutions in the Northeast region and is internationally recognized for its 
athletics. UConn incorporates seven campuses, two of which are solely graduate-focused. 
Originally founded as an agricultural school, UConn has grown to compete in numerous 
fields including business, science and technology, and education. Therefore, UConn brands 
itself as not only an athletic school, but also as a challenging academic institution. 
UConn’s brand equity conveys the promise of diversity, cutting-edge research, and a life-
long connection to the university, which is best stated by the slogan “Students today. 
Huskies forever.” Because of UConn’s athletic dominance, especially at basketball, there is 
a sense of pride among all UConn connections, represented by the slogan “Bleed Blue”.  
 
  
 
https://www.instagram.com/p/BE1HGM7QFYk/?tagged=studentstodayhuskiesforever  
 https://twitter.com/UConn?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor  
 
 
 
https://www.facebook.com/UConn/photos/a.437484659595127.113121.419948431348750/14268818306554
00/?type=3&theater  
  
  
#WhiteOutWeek refers to the week in February when UConn fans are asked to create an 
even more outstanding atmosphere at the home games for the men’s and women’s 
basketball and hockey teams. Fans are encouraged to wear their white Husky gear and in 
return will obtain a UConn Nation rally towel.  
https://www.facebook.com/UConn/photos/a.437484659595127.113121.419948431348750/15234493776653
11/?type=3&theater   
 UConn Brand Elements 
 
• Logo/Symbol: 
 
 
 
 
 
 
 
• Slogans: 
 
     
 
 
 
 
• Brand Name: University of Connecticut (UConn) 
 
 
 
 
 
 
 
 
• URL: http://uconn.edu/  
  
 Points-of-Difference (PODs) & Points-of-Parity (POPs) 
 
Points-of-Difference are defined as strong, positive associations with a brand consumers 
believe is unique, (Kotler, 2016). 
Points-of-Parity are defined as associations that are not necessarily unique to the brand – 
shared with other brands, (Kotler, 2016).   
 
 
 
PODs 
 
 
 
UConn
Husky mascot; smallest system of the 
3 schools; established in 1881; 
originally agriculturally focused, now 
covers many areas of study  
UT
Health & Wellness-focused; 
medium-sized system of the 3 
schools; established in 1876
UC
Leading school in research 
across multiple areas + 
volunteering; sustainability is 
important; established in 
1868; attracts students with 
open minds & strive for 
excellence 
  
 
POPs  
*A close-up of the overlapping areas from above. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
Large state schools with 
multiple independent 
institutions – considered 
university systems 
Each campus has its own 
individual mascot 
Provide states with 
revolutionary medical 
research & public  
services 
 
 
 
Public State 
Universities 
Value community 
service 
Research driven 
UConn 
UC UT 
PODs continued  
 
Prizm Segment comparison diagrams include the following: 
• Physique – Physique is the basis of the brand. It may include product features, 
symbols, and attributes. 
• Personality – Personality defines what personality will the brand assume if it were a 
person. Personality includes character and attitude. 
• Culture – Culture takes a holistic view of the organization, its origins, and the values 
it stands for. 
• Relationship – The strength of the relationship between the brand and the customer. 
It may represent beliefs and associations in the human world. 
• Reflection – What the brand represents in the customer’s mind or rather the 
customer mindset as reflected on the brand. 
• Self Image – How the customer sees herself/himself when compared to the brand.  
 
*The UT and UC systems could not be directly compared to UConn due to the disparity in 
size. Therefore, UT at Austin and UC at Los Angeles (UCLA) were selected for a more 
equitable comparison. Both are considered the main campuses within their respective 
systems.  
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Administrative Hierarchies 
  
  
  
Overall Budgets  
 
The following are the overall budgets for the three schools. By understanding the entire 
budgets, one can then effectively compare the allotment of money for different areas within 
each university. Each university will not only be compared to the other two, but more 
importantly, the areas within the same university will be compared with each other. Thus, 
administrative salaries will be compared to student-related funding to understand on a 
monetary level how much each university upholds the brand images they have created for 
themselves. 
 
UT Budget 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
In addition to the overall operating expense budget, capital projects were also completed 
and the following additions reflected changes in the fiscal year. These capital projects also 
impact the student population as there were improvements and new additions mostly made 
to the Health Centers and classrooms. One administrative building was also worked on.  – 
(p.8 of UT 2016 Audit Report) 
• The Jennie Sealy Replacement Hospital at U. T. Medical Branch, Galveston, $381.1 
million. 
• The electronic health record system, Epic, at M. D. Anderson Cancer Center, $183.7 
million. 
• The Dell Medical School Complex at U. T. Austin, $182.6 million. 
• The Bioengineering and Sciences building at U. T. Dallas, $113.8 million. 
• The Alkek Surgical and Imaging expansion at M. D. Anderson Cancer Center, $101.5 
million. 
• The League City Campus, Victory Lakes, expansion at U. T. Medical Branch, 
Galveston, $79.1 million. 
• The Academic Learning and Teaching Center at U. T. Health Science Center at San 
Antonio, $50.3 million. 
• The South Texas Medical Administration Building at U. T. Health Science Center at 
San Antonio, $47.2 million. 
These are all bundled under the heading of “Capital/intangible assets, net,” and can be 
identified on the appropriate line in the following table which is The Statement of Net 
Position.  
  
  Financial Highlights: 
“The other postemployment benefits (OPEB) liability increased $662.5 million to $4.6 billion 
for 2016, related to retiree medical and dental costs. The System’s total unfunded actuarial 
accrued liability was $8.6 billion as of August 31, 2016. The System is not required to fund 
the OPEB liability; instead, the difference between the OPEB cost and the System’s 
contributions to the plan will increase the unfunded actuarial accrued liability” (p.7 of UT 
2016 Audit Report). 
OPEB = Other Postemployment Benefits 
Top four operating expenses are: 
• Hospitals and clinics
• Instruction (wages)
• Research
• Institutional support
Bottom three operating expenses are: 
• Scholarships and fellowships
• Public service
• Student services
Instruction ($3,667.1 million) is based on 20,000 faculty, employed throughout the 
university system. This number includes tenured, full-time, and adjunct professors. 
Institutional support refers to the top administration, thirteen individuals in all. They are: 
• Chancellor = President
• Deputy Chancellor = VP
• Executive Vice Chancellor for Health Affairs
• Executive Vice Chancellor for Business Affairs
• Executive Vice Chancellor for Academic Affairs
• Vice Chancellor for Strategic Initiatives
• Vice Chancellor for Research and Innovation
• Vice Chancellor and Chief Governmental Relations Officer
• Vice Chancellor for External Relations
• Vice Chancellor and General Counsel
• Vice Chancellor for Federal Relations
• Vice Chancellor and Counsel for Health Affairs
• Chief Executive Officer and Investment Officer – UTIMCO (University of Texas
Investment Management Co.)
Naturally, there is a significantly smaller amount of top administration than faculty. 
However, the ratio of faculty to cost and administration to cost are the following: 
• $3,667.1 million / 20,000 faculty = $183,355 average annual salary
• $1,553.4 million / 13 administrators = $119,492,308 average annual salary
Thus, the average annual amount spent on faculty, people who directly interface with 
the student body and provide a large majority of the labor force of the university, is 
about 0.2% of the average salary of the administration. The following is a table with 
some of the top administrators’ actual annual salaries. 
 
 
In addition, Scholarships and Fellowships and Student Services, two entities that also 
impact students, are significantly less than administration salaries. These amounts when 
totaled, only equate to $637.1 million. Based on the pie chart below, Scholarship and 
Fellowships only make up 2.2% of the entire operating budget and Student Services makes 
up 1.5%. This in turn can be compared to both the Instruction and Institutional Support 
sections. While Instruction does form 21.2%, one should remember that this amount is 
being divided among 20,000 faculty, not including those in the Hospitals and Clinics, which 
is a separate section. Yet, Institutional Support is 8.9% which is divided among the top 13. 
Thus, the top administration at UT is receiving a larger percent of the operating expenses 
budget than the three sections that have a more direct, important, and lasting impact on 
the student population. Hence, the top administration receives a significantly higher 
compensation for assuming a lesser role in the lives of the students. However, it should be 
noted that administration does have a responsibility to interact with local and state 
government, sponsors, and the wider community, in advancing the brand. Nevertheless, 
this does not justify the tremendous gap in compensation. Faculty, staff, and 
administration all have crucial roles in the creation of a positive, encouraging environment, 
that upholds the progressive UT brand image which is projected outwardly to prospective 
students and the community.       
 
 

UC Budget 
 
 
 
The pie chart above provides a brief analysis of UC’s operating expenses (p.21 of the 2016-
17 Budget for Current Operations). UC employs over 190,000 faculty and staff, with the 
majority of that number naturally being faculty. The top administration is included within 
the staff category, thus shrinking the percent gap between the academic salaries and the 
staff salaries. So, the academic salary section is only 7% higher than staff salaries. Based 
on this understanding, the following was the change in spending for fiscal year 2016. 
 
 
  
The following tables were sourced from Transparent California and UC Office of the 
President.   
  
 
 
These two administrators, the president and the executive VP of UC Health, are just 
examples of the significant amount the top administration receives. Below are faculty 
wages. 
Regular Pay          Total Pay and Benefits  
The table of the faculty wages provides a clear comparison of the wage gap between them 
and the top administration. The highest paid professor makes less than a quarter of the 
annual salary of the president ($158,400 / $654,467 = 0.24).  
 
On the other hand, UC spends about 18% of their budget in financial aid for students. This 
surpasses many other public universities within the nation. The following two graphs depict 
this on both a per-student level and on a unviersity-wide level. 
 
 
 
 
 
(p. 19 of the 2016-17 Budget for Current Operations) 
 (p. 11 of the 2016-17 Budget for Current Operations) 
 
All of this proves that regardless of the wage gap between administration and faculty, one 
key aspect to UC’s brand is that they have maintained their belief that students should 
have the opportunity to attend college, no matter their financial background. Scholarships 
and grants directly impact the student population and heavily contribute to the overall 
experience students receive at UC, because they are given the ability to attend without 
enormous financial strain. The administration liaises with local and state governments, as 
well as private donors and alumni, to create a solid financial aid platform which students 
can stand upon. Gifted faculty provide cutting-edge research for the state and the nation to 
receive state and federal grants that can be allocated for newer technology for students to 
utilize. While both faculty and administrators play important roles in the support of the 
student body, which translates into maintaining the UC brand image, there is still a 
disparity of salary that should be addressed, comparable to UT.      
 
  
   
UConn Budget 
 
 
 
The table above is an overall view of UConn’s operating budget for fiscal year 2016 and the 
chart below shows the functional expenses of UConn ($ in millions). 
 
 
  
 
 
 
 
 
 
 
 
Though Instruction (faculty) receives the highest amount of the operation budget, the 
academic support (administration) receives a considerable amount in salary, especially if 
the number of administrators compared to the number of faculty is taken into account.  
 
 
This graph depicts the amount of full-time and non-full time employees that work at 
UConn. By a sharp decline in full-time employees and an increase in adjunct professors 
and contracted staff, the university has saved a significant amount of money.    
 
  
 
 
*UCSpecPayroll = annual bonus 
 
However, in fiscal year 2016, UConn continued to pay qualifying top administrators their 
annual bonuses, as shown above. In addition, both the President and the Acting Provost 
make a substantial salary which factors into the Academic Support amount of $139.6 
million. As with the two previous institutions, both UConn’s faculty and administration do 
have necessary roles in the maintenance of the UConn brand image. Yet, similar to UT and 
UC, key roles do not excuse outstanding salary gaps. Also, in the functional expense graph, 
Student Aid was appropriated the least amount of funds. As stated previously, Student Aid 
(scholarships and grants) directly impact the student population in a tremendous way 
because it affords students the chance to attend the university.    
 
 
 
 
 
 
 
 
 
Conclusion 
All three of these public institutions of higher education succeed in maintaining impactful 
brand images. This is done through several channels, some of which are unique to the 
individual university. Passionate faculty and staff create welcoming, learning environments 
conducive to student success. Administrators strive to create effective and far-reaching 
networks for additional brand-enhancing sustenance. Nevertheless, the disparity in 
compensation between faculty/staff and the top administration is cause for concern. In 
addition, more attention should be given to the need to increase student-related funding.   
Kotler, Philip, and Kevin Lane Keller. A Framework for Marketing Management. Boston: 
Pearson, 2016. Print. 
UT Links: 
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https://www.utsystem.edu/about/utimco 
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report-fy-2016 
https://www.utsystem.edu/sites/default/files/documents/Consolidated%20Annual%20Fi 
nancial%20Report%3A%20FY%202016/consolidated-audit-afr-2016.pdf 
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https://www.instagram.com/explore/tags/ut40for40/ 
https://www.instagram.com/camptexas/ 
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https://www.facebook.com/utsystem/ 
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5Eauthor 
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